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ABSTRACT

In contemporary contexts, sustainability has evolved beyond environmental respon-
sibility or corporate social responsibility to become a central element of strategic 
management, value creation, and brand identity. This study examines silence 
strategies in sustainability communication during crisis periods, focusing on green-
hushing through a discourseanalytic approach. Global crises such as pandemics, 
economic instability, and armed conflicts often lead brands to intentionally reduce 
or suspend sustainability narratives. Adopting a qualitative research design, the 
study analyzes publicly corporate reports, official websites, social media content, 
and press releases of national and international brands using thematic discourse 
analysis. The findings suggest that although greenhushing may serve as a short-​term 
risk-​avoidance strategy, it creates long-​term challenges for ethical consistency and 
public trust. The study argues that silence in sustainability communication should 
be reconsidered not only as a crisis management tool but also as a key issue in 
ethical public relations practice.
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INTRODUCTION

Sustainability is no longer a concept addressed solely from an environmental or 
corporate social responsibility perspective; it has become a cornerstone of companies' 
strategic management approaches, value chains, and brand identities (Schaltegger & 
Burritt, 2010). Consumers now prefer not only high-​quality, affordable products but 
also relationships with brands that align with their values ​​and ethical expectations 
(Du, Bhattacharya, & Sen, 2010). This transforms sustainability communication 
into an essential competitive advantage for brands, and sustainability discourses 
are becoming central to companies' reputation management strategies (Pomering 
& Johnson, 2009).

In this context, sustainability communication is not only a marketing tool but 
also an ethical contract through which the brand publicly declares its long-​term 
commitments and social responsibility (Morsing & Schultz, 2006). Therefore, con-
tinuity, transparency, and consistency in sustainability communication are critical 
for consumer trust and brand loyalty. However, stability is not always possible for 
brands. External crisis conditions, pandemics, wars, economic fluctuations, and 
political uncertainties, in particular, can profoundly impact brands' sustainability 
communication strategies and lead to the reevaluation of these strategies (Sarkis 
et al., 2020).

Crisis periods are challenging times that require companies to reassess their 
resource prioritization and communication priorities (Coombs, 2007). While both 
internal and external stakeholders' expectations for information, assurance, and 
disclosure increase during these periods, it is not always possible for brands to 
maintain the same level of sustainability commitments and communication goals. 
In this context, some brands withdraw their sustainability statements entirely or 
significantly reduce their level of communication. However, it is noteworthy that 
this withdrawal often stems not from the suspension of sustainability practices, but 
rather from the limitation of communication related to these practices. This type of 
communication practice is defined in the literature as greenhushing (Font et al., 2017).

Greenhushing refers to brands deliberate reluctance to share their sustainability 
performance and achievements with the public. Fernando and Lawrence (2014) note 
that this tendency is sometimes associated with avoiding criticism and sometimes 
with the risk of failing to manage public expectations. While greenhushing is a 
relatively new concept discussed in the sustainability communication literature, it 
represents a widespread trend in practice. Especially during times of crisis, brands 
withdraw from sustainability communication for reasons of protecting their repu-
tation, avoiding misunderstandings, or prioritizing crisis-​focused communication 
needs (Mazzei, 2004).



 

 

28 more pages are available in the full version of this

document, which may be purchased using the "Add to Cart"

button on the publisher's webpage: www.igi-

global.com/chapter/the-silence-dimension-of-crisis-

communication-in-public-relations/405358

Related Content

Design and Usage of a Process-Centric Collaboration Methodology for

Virtual Organizations in Hybrid Environments
Thorsten J. Dollmann, Peter Loos, Michael Fellmann, Oliver Thomas, Andreas

Hoheisel, Peter Katranuschkovand Raimar Scherer (2011). International Journal of

Intelligent Information Technologies (pp. 45-64).

www.irma-international.org/article/design-usage-process-centric-collaboration/50485

AI as a Catalyst for Inclusive and Equitable Growth
Wasswa Shafik (2026). Leveraging AI for Inclusive and Equitable Development (pp.

11-44).

www.irma-international.org/chapter/ai-as-a-catalyst-for-inclusive-and-equitable-growth/391050

Memes and Mutation: Societal Implications of Evolutionary Agents in Push

Technologies
Kenneth E. Kendalland Julie E. Kendall (2005). International Journal of Intelligent

Information Technologies (pp. 17-29).

www.irma-international.org/article/memes-mutation-societal-implications-evolutionary/2377

Fault Detection and Isolation for an Uncertain Takagi-Sugeno Fuzzy System

using the Interval Approach
Hassene Bedoui, Atef Kedherand Kamel Ben Othman (2017). Fuzzy Systems:

Concepts, Methodologies, Tools, and Applications  (pp. 393-416).

www.irma-international.org/chapter/fault-detection-and-isolation-for-an-uncertain-takagi-sugeno-

fuzzy-system-using-the-interval-approach/178404

Study on Integrating Machine Learning Algorithms in Modern Electronic

Device Design
Gopikrishna Pasam, Swetha Kannepally, Nellore Manoj Kumar, Parveen Sharmaand

Prashant Kumar Shukla (2025). Integrating Artificial Intelligence Into the Energy

Sector (pp. 425-448).

www.irma-international.org/chapter/study-on-integrating-machine-learning-algorithms-in-

modern-electronic-device-design/374521

http://www.igi-global.com/chapter/the-silence-dimension-of-crisis-communication-in-public-relations/405358
http://www.igi-global.com/chapter/the-silence-dimension-of-crisis-communication-in-public-relations/405358
http://www.igi-global.com/chapter/the-silence-dimension-of-crisis-communication-in-public-relations/405358
http://www.irma-international.org/article/design-usage-process-centric-collaboration/50485
http://www.irma-international.org/chapter/ai-as-a-catalyst-for-inclusive-and-equitable-growth/391050
http://www.irma-international.org/article/memes-mutation-societal-implications-evolutionary/2377
http://www.irma-international.org/chapter/fault-detection-and-isolation-for-an-uncertain-takagi-sugeno-fuzzy-system-using-the-interval-approach/178404
http://www.irma-international.org/chapter/fault-detection-and-isolation-for-an-uncertain-takagi-sugeno-fuzzy-system-using-the-interval-approach/178404
http://www.irma-international.org/chapter/study-on-integrating-machine-learning-algorithms-in-modern-electronic-device-design/374521
http://www.irma-international.org/chapter/study-on-integrating-machine-learning-algorithms-in-modern-electronic-device-design/374521

